Through in-depth interviews, the study explored fashion industry professionals' viewpoints, on creativity, focusing on traits of creative people and how creativity can be developed. Four creative, traits were identified, including different thought processes, determination, having an open mind, and, risk taking. About one-third of participants believed that creativity is innate, and therefore, some, people were born creative whereas others were not. Another third of participants maintained that, everyone has some creative potential that can be further developed. The remaining fashion, professionals distinguished artistic creativity from creative problem solving. Suggested strategies for, creativity enhancement and development included (1) practicing creative thinking strategies, (2), formal training, (3) diverse experiences and exposure to the world; and (4) creating a safe, yet, challenging environment. 
researchers examined the ways in which students and professionals used sources for inspiration 24 for knitwear design. A qualitative investigation that focused on British fashion designers 25 advocated for research on innovation in the creative industries (Malem, 2008) 
. At the 2008 26
Apparel Executive Forum keynote presentation, Patty Devlin of Play, a consulting company, 27 urged designers to "seek a diversity of inspiration" by incorporating different perspectives in the 28 workplace, becoming comfortable with ambiguity, and promoting risk-taking or "passion in 29 action:" key aspects identified in the literature for enhancing creativity (Speer, 2008) . 30
Professionals in creative industries observe, practice, exchange, adapt, and cultivate 31 creative strategies as part of their daily routines. Documenting, interpreting, and understanding 32 their experiences, views, and insights regarding creativity will help advance our knowledge 33 about this complex and important phenomenon. This study explored fashion industry 34 professionals' viewpoints on traits of creative people and how creativity can be developed. 35
Educators can utilize the information presented in the study to better understand the creativity 36 phenomenon as experienced by industry insiders and use the strategies mentioned to enhance 37 their students' creativity. In the same vein, industry practitioners can use the research findings to 38 cultivate their own creativity as well as that of their employees.
child's ability level. It was noted that in order to be effective educators, instructors must 113 understand their own creativity (Selby et al., 2005; Sternberg 2006) . 114
Identifying creative traits and nurturing them in students and young professionals today is 115 more important than ever (Florida, 2002) . A National Science Foundation's report urged that 116 creative individuals within all disciplines will be central for continued U.S. prosperity and 117 security in the 21 st century ("Engineering Research…" 2006). Recently, however, research 118
indicates that for the first time in decades, American creativity is declining (Bronson & 119 Merryman, 2010) . 120
Method 121
To explore fashion industry professionals' views on traits of creative people and how 122 creativity can be nurtured in individuals, a qualitative methodology was used to obtain "rich" or 123 "thick" data (Esterberg, 2002) . This approach allowed participants to talk about the topic in their 124 own words and describe their everyday experiences, ideas, and opinions (van Manen, 1990) . To 125 address the purpose of the study, the authors developed an interview protocol consisting of open 126 ended questions. Following the interview protocol ensured a systematic approach to data 127 collection (Kvale, 1996) . Participants were asked to talk about their professional preparation and 128 career path in the industry. Questions regarding traits of creative individuals and how creativity 129 could be developed and strategies for that purpose were also asked. Examples of questions from 130 the interview protocol included: "Please describe positions/jobs in your company that require 131 creative people? Could you give examples?", "What characteristics do these creative people 132 have?", "Do you think creativity can be developed? Do you think it can be taught? Why? How 133 can it be fostered?" Probing questions were used to encourage participants to provide additional 134 information. Prior the interview, each participant was informed that (1) the researchers were 135 interested in their personal opinions and viewpoints and (2) her/his responses and identities 136 would remain confidential, in that quotes and research results would not be linked to their or 137 their companies' names. 138
The research was approved by the institutional review board of a land-grant Midwestern 139 University. A purposive, snowball sampling strategy was used to recruit research participants 140 and ensure collection of relevant data (Esterberg, 2002) . The authors contacted graduates of their 141 apparel program and invited them to participate in the study. The program has both design and 142 merchandising specializations, and both are in the top twenty fashion design and fashion 143 merchandising programs in the USA, according to the 2013 Fashion Schools' rating (2013a; 144 2013b). The program awards Bachelor of Science, Master of Science, and Doctor of Philosophy 145 degrees and has a total of 500+ students. At the end of the interview, each participant was asked 146 to recommend other industry professionals to invite to participate in the research. Individual, 147 semi-structured interviews were utilized to collect the data. Each participant received the 148 interview protocol in advance so that they had a chance to review the questions prior to the 149 interview. With participants' consent, all interviews were audio taped. The length of the 150 interviews ranged from one to two hours. All interviews were transcribed to facilitate data 151 analysis. 152 A phenomenological interpretive approach was used to analyze the data. First, interview 153 transcripts were analyzed by the researchers individually through an iterative part-to-whole 154 process (McCracken, 1988) . The analyses and interpretation resulted in the emergence of 155 significant themes that described participants' experiences and perceptions related to creative 156 people and creativity development (van Manen, 1990) . Next, the researchers worked together to 157 compare, discuss, and finalize emergent themes into a consistent whole utilizing a back-and8 forth, part-to-whole process of interpretation (Spiggle, 1994) . The data analysis process revealed 159 saturation, in which concepts became redundant, i.e., thoroughly explained and reiterated by the 160 interview participants (Corbin & Strauss, 2008) . Thus, the researchers' stopped collecting data. 161
The final themes were shared with the apparel program's industry advisory board members, who 162 had no objections, nor further suggestions regarding the research results. In this study, industry was defined as a cluster of related businesses, including 177 manufacturing, distribution, auxiliary, research/consultant and educational institutions (Rantisi, 178 2002; Scott, 2006) . We strived to recruit participants who represented a wide range of companies 179 and jobs/positions within the industry. Companies in the study were from mass market and 180 specialty retailers to manufacturers and apparel import intermediaries to designer's houses and 181 educational institutions. All companies were involved in some part of the apparel supply chain 182 from product design and development, production, distribution, wholesale, and retail. In terms of 183 jobs, participants represented both design and business sides of the industry. For example, five 184 participants were lead or associate designers and two were product development managers. 
Different Thought Processes 206
Participants insisted that, based on their experiences, creative people were typically set 207 apart by their different thought processes. As May, a vice president of sales for an apparel 208 manufacturing company, explained, "Creativity to me is thinking of things in a new way." One 209 of the often used creative thinking descriptors was the ability to look at a problem from different 210 perspectives: "…looking at something in a different way" (Lana, chief officer, merchandising). 211
Another common response was deriving multiple, rather than just one, possible solutions to a 212
problem. This was perceived as critical to the creative thinking process: "You have to have that 213 mind where you want to think of ten ways to fix it" (Ella, a designer for a high-end fashion 214 company). Participants believed that creative people tended to have multiple and diverse inputs 215 (perceptions of a problem) as well as outputs (ideas or solutions) that led to evidence of their 216 creativity. 217
Determination 218
Another quality of creative people discussed by the participants can be described as 219 "determination." Fashion professionals talked about an internal or intrinsic motivation that drove 220 creative people to not give up easily and to have passion and persistence. For example, "You 221 have to have that drive and that passion to want to figure things out and to be creative in that way 222 and to try hard!" (Ella, a designer). According to Lynn, a vice president of merchandising, "It 223 takes the willingness, the drive to be able to want to get it done." In addition to passion, 224 participants believed that it was critical to have determination and persistence to see ideas 225
realized: "If I put my mind to something, I'll follow through and do it. Some people are not that 226 way. I'm very self-motivated" (Jess, a designer). Another professional agreed: "I don't take 'no' 227 for an answer" (Lana, a chief officer, merchandising). Participants agreed that creative people 228 thrive in a challenging environment. They become bored with a routine and create challenges for 229 themselves. Moreover, they challenge people around them by constantly asking questions and 230
proposing new ideas. As Travis, a vice president of design explained, "You're challenging 231 everything, every status quo, at every level. president of design). It was not easy for the participants to precisely state distinguishing 261 creativity traits. As a result, some participants relied on platitudes to define creativity, such as 262 "thinking outside the box" or "having a fresh eye." 263
Topical Area Two: Origins of Creativity 264
This topical area explored fashion industry professionals' viewpoints on the origins of 265 creativity-whether it was innate or if it could be acquired and learned. Participants' opinions on 266 the topic formed three almost equal groups. Slightly more than one-third of the participants 267 believed that everyone can be creative (11 professionals). This group agreed that creativity is a 268 skill that can be learned, practiced, and mastered. In contrast, slightly less than one-third of the 269 participants viewed creativity as an inborn trait, meaning that some people are born creative 270 while others are not (9 professionals). The remaining professionals (8 participants) approached 271 the question depending upon how they defined creativity, as either a creative problem-solvingskill or an artistic talent. This group believed that creative problem-solving skills can be taught 273 much more easily than artistic creativity, which might be impossible for everyone to acquire. It 274 should be noted that all three groups were well represented by artistically talented professionals, 275
i.e. fashion designers, as well as professionals from the business side of the industry including 276 buyers and merchandisers. 277
Everyone is Creative 278
Eleven participants believed that all people have a creative potential. Accordingly, they 279 maintained that everyone can be creative through developing the way one thinks and practicing 280 creative thinking strategies: "I think creativity can be taught, to some extent. Some people are 281 more creative than others, but you definitely can learn it. You can learn, you know, to develop 282 your mind" (Clara, a fashion educator). Dave, a freelance designer, agreed, "Yes, it can be 283 taught, to an extent. I think there's a natural ability to be creative, as well as self-developed, or 284 These participants agreed that creativity could be developed, or enhanced in people who 307 are born creative. Consequently, they maintained creativity cannot be taught to people who were 308 born uncreative. As Sandy, a lead designer, noted, "I do think that, unfortunately, some people 309 are really not creative. Their minds just don't really work that way. I'm not sure if you can truly 310 teach creativity. You definitely can develop it [if you have it]." Travis, a vice president of design, 311 went further and divided all people into three groups in terms of creative potential and 312 manifestation, "There're some people who get it very quickly. There're some who have it, and 313 they don't realize they have it, and they have to tap into it and figure out how to dust off all 314 roadblocks that they have. And then there're some people that just can't do it. It's just not in 315 their DNA. It's not something that they can do." This group maintained that people naturally had 316 different potential in creativity, "I think some people will never be creative because they justcan't be. In the same way some people can't think logically, or can't process something that's 318 happening that's not supposed to happen" (Tracy, a textile designer). 319
Problem Solving versus Artistic Creativity 320
Finally, eight professionals distinguished between creative problem solving and artistic 321 creativity. Consequently, this determined the group's view on teaching creativity, "Can creativity 322 be taught? It depends on what type of creativity. There are different types of creativity. There's 323 problem solving, and there's design" (Amber, an associate designer). Like Natalie, an apparel 324 store owner, these participants believed that not everyone can learn artistic creativity but problem 325 solving skills could be taught to anyone, "Yes, you can teach creativity, and it may not apply to 326 the creativity in the artistic aspect, but the entrepreneurial thinking, the problem solving type of 327 creativity." 328 These participants agreed that everyone is capable of learning and applying creative 329 problem solving strategies, "You can teach problem solving skills. Everybody can be shown that 330 there are different options and different way of thinking through things" (Lana, chief officer, 331 merchandising). However, these professionals also believed that artistic creativity required a 332 preexisting potential, and while everyone can take art lessons, the outcomes depended upon the 333 student's innate talent: 334 I think certain level of design creativity can be taught. After a while, you can learn the 335 taste level. But there's only a certain level. I think, only certain people can be designers. 336
Either you've got it, or you don't. (Amber, an associate designer) 337
Not everybody has that aesthetic or creative eye. I think everybody can think creatively if 338 you train them, but I'm not sure that everybody has that eye to just put things together:color, balance, etc. And I think, probably, some of the aesthetic creativity can be taught, 340 although some of it seems to be innate to me. (Clara, a fashion educator) 341
Topical Area Three: Strategies for Developing Creativity 342
Participants discussed various ways and approaches to enhancing creativity. They formed 343 four themes, or strategies for developing creativity: (a) formal training; (b) practicing creative 344 thinking; (c) exposure to the world; and (d) safe, yet challenging environment. 345
Formal Training 346
Some participants agreed that creativity could be developed through formal training such 347 as courses or workshops which did not have to be related to one's profession or college major. 348 
Practicing Creative Thinking 357
Professionals commented that creativity could be enhanced by learning and practicing 358 creative thinking. One of the suggested strategies was dissecting a problem and breaking it down 359 into achievable parts. As James, a creative director, explained, "Once you get a problem, you 360 look at it and then you dissect it. You kind of slice it up and you figure out, "Ok, this is the onewhat to do!" They freak out and walk away. So, what I do is I look at the problem and I break it 363 down into steps. This is a creative process." Kelly, a fashion educator, agreed, "The problem 364 actually might not be the most visible thing. The problem might be something that's hidden 365 behind another situation. This ability to dissect a problem, figure out what's important, and then 366 find the solution that meets the needs. That's where the creativity comes in." Another strategy 367 for approaching a problem was to look at it from different perspectives, which might lead to 368 unique and original solutions. Sandy, a lead designer, suggested, "Just working your mind 369 around a problem from lots and lots of different angles is really the way to do it." 370 Participants agreed that coming up with multiple answers, or solutions, to a problem was 371 critical for creative outcomes. Lana, a chief merchandising officer, believed that students can 372 develop the skill of seeing different answers over time, as a result of practice: "Tell students to 373 sketch twelve blouses, all with different collars and different sleeves. They are probably going to 374 come up with the first six or seven pretty easily and the last five, it's going to be like: "Ugh!" 375 Then next week it could be: Come up with twelve different high-heeled shoes. The more you do 376 it, the easier it gets since you're able to stretch your mind and think of different things." Kyla, a 377 director of product development, commented that while there are many ways to stimulate 378 creativity, it was important "…to foster an environment of thinking of things in a new way and 379 looking at different vehicles, always looking for options." Amber, an associate designer, 380 summarized creative thinking strategies as follows, "It is not to look at black and white. It is 381 getting people to look outside the box. Don't just come up with a straight answer. There are 382 multiple answers to whatever the question is." 383
Exposure to the World
It was mentioned that various cultural, artistic, and other types of activities and events, 385 including travel, were critical for creativity development. These experiences could expand one's 386 knowledge and skills, help to develop characteristics of creative people, and be a source of 387 inspiration. Emma, a vice president of technical design, noted, "I think traveling is a great way to 388 kind of open your horizons. It's really important to understand other people and to understand 389 how people live and what they perceive as beautiful. This really just opens you to ideas. 390
Traveling is one, but also just looking around and exploring, you know, going to art museum 391 doing things that you wouldn't normally do, pushing yourself." 392 Participants suggested that exposure to stimulating and diverse environments could be 393 used by companies and educators as a way to enhance creativity. Elizabeth, an associate 394 designer, described how her company encouraged employees to explore various places as a 395 source of inspiration, "We have this thing called black-out week, where we basically have a 396 week to come into the office for an hour or two, and then go out shopping and around the city to 397 find inspirations: thrift shops, sitting in a park and sketching…" As James, a creative director, 398 summarized this strategy for increasing creativity, "The more exposure I have to the world, the 399 better. So, I'm constantly challenging myself to be more exposed." 400
Safe, yet Challenging Environment 401
Participants noted that educators can further help students develop creativity by providing 402 challenging yet safe environments. According to Abby, a freelance stylist, "Giving room to be 403 creative and not setting out very strict rules. You know, have high expectations, but maybe not 404 setting up very strict rules, separating more creative people from less creative and have different 405 demands for them, different expectations for different talents." Emma, a vice president of 406 technical design, discussed this from a business perspective: "[Company X] really pushedeveryone in the company to think outside the box and it was really amazing because we did 408 things we really didn't think were possible." Kris, a product development manager, added: 409 "When it's a little bit more challenging, I feel, it makes you a little more creative, to think 410 outside the box, to think of different ways to do things." Lana, a chief merchandising officer, 411 reaffirmed that developing creative thinking takes practice, hard work and the right environment: 412 "I think you can teach problem solving skills, which to me is creativity. I think it does take a lot 413 of practice and if people are constantly challenged to." 414
Discussions and Conclusions 415
In this study, twenty-eight fashion industry professionals shared their viewpoints and 416 experiences related to creative traits and strategies through in-depth interviews. Research 417 participants used a variety of descriptors to define creative people. As a result of the analysis, 418 four major creative traits emerged: different thought processes, determination, having an open 419 mind, and risk taking. Professionals disagreed on the origins of creativity. About one-third of 420 participants believed that creativity is innate, and therefore, some people were born creative 421 whereas others were not. Another third of participants maintained that everyone has some 422 creative potential that can be further developed. The remaining fashion professionals 423 distinguished artistic creativity from creative problem solving. Participants that believed 424 creativity could not be learned were primarily referring to artistic creativity. Those participants 425 that maintained creativity could be enhanced were referring to creative problem solving. 426 Participants suggested that formal training including classes and workshops could be effective 427 for cultivating creativity. It was noted that constant practicing of various thinking strategies-428 such as approaching a problem from different perspectives, dissecting a problem into pieces to The next step in the framework illustrates fashion industry professionals' viewpoints on 445 the origins of creativity. For participants who viewed creativity as an innate gift, creativity was 446 most often associated with artistic type of activities, such as design, music, painting, etc. Those 447 that believed creativity could be developed often defined creativity as a form of problem solving, 448 distinct from artistic talents. Participants indicated that artistic creativity might be very difficult if 449 not impossible to develop in people who are not born with it. However, it can be enhanced 450 through the use of creativity strategies. In contrast, it was concluded that everyone can develop 451 creative problem solving skills through persistent practice. Distinguishing between innatebetween researchers and practitioners on the origins of creativity, whether all individuals can be 454 creative, and if it can be developed or learned. 455
Regardless of whether participants viewed creativity as primarily artistic expressions or 456 problem solving skills, they described the same traits typically displayed by creative people 457 (Figure) . Professionals maintained that developing certain personality traits would advance one's 458 creativity. Therefore, creative traits serve as a predisposition to creativity, which is frequently 459 defined as a three-step process: problem or opportunity recognition, idea generation, and idea 460 realization or implementation (Lemons, ideas. Both creative traits and creativity are not "either/or"-either you have it, or you don't, 466 rather they are on a continuum. Some people are naturally more willing to take risk; others might 467 be more flexible, motivated, and/or persistent. Therefore, creative traits may be strongly 468 manifested and developed for some but could need cultivation in others. 469
Interpretation of the industry professionals' viewpoints revealed findings that appear to 470 be applicable beyond the fashion industry. Participant perspectives indicated that creative traits 471 and strategies important in the fashion industry are similar to 'general' creative traits and 472 strategies and can be applied for creativity development in various industries. For example, the 473 creative traits discussed by the participants and suggested strategies to enhance creativity are not 474 unique to the fashion industry. This finding suggests that creative traits can be cultivated in 475 students and then applied in different domains. These results support the side of the continuingdebate that creative thinking is general rather than domain specific (Baer, 2012) . Even though the 477 proposed framework of creative traits and strategies for developing creativity (Figure) is based 478 on viewpoints of fashion industry professionals, it appears to be transferable to other industries 479 and contributes to understanding how creative thinking can be developed in any individual. It 480 should be noted that the authors do not view the proposed framework as a complete and final but 481 rather as a next step toward mapping the phenomenon of creativity. 482
Rather than serving as a detriment, the universality of developing creativity can be used 483 by instructors in a wide array of fields to infuse creative thinking strategies within their courses, 484 whether they be in STEM (science, technology, engineering, and math) fields or the humanities. 485
Educators could use information regarding the creative traits and strategies to develop activities 486 and assessments for students to help increase their creative outputs. In a formal classroom 487 environment, instructors could provide opportunities for students to develop and practice creative 488 traits such as risk taking and flexibility or experiment with different thinking approaches/styles. 489
Employing various assessments and reflective assignments, educators might help students 490 understand that some might be more apt to creative thinking while others can intentionally and 491 systematically use creative thinking strategies to develop the skill. 492
Creativity is becoming increasingly important in not only the fast-paced and highly 493 competitive fashion industry, but economy and society at large (DiLiello & Houghton, 2006; 494 Ford & Gioia, 2000) . Recent research suggests educational interventions are necessary for 495 enhancing American students' creativity (Bronson & Merryman, 2010) . This study provides 496 relevant strategies to develop creativity. This research furthers our understanding of creativity by 497 providing a holistic perspective on origins of creativity (innate or developed), preconditionslinked to the ability to successful adaptations to the demands of daily life (Cropley, 1990) . 500
Finally, the framework provides a starting point for better understanding the interplay between 501 individual traits and behaviors as well as the interaction between creative individuals, their ideas, 502 and society. 503
Prior to our research, no study had examined fashion industry professionals' 504 understanding of creative traits and strategies. Gaining knowledge of such understanding is 505 helpful for creativity researchers as well as for educators and industry practitioners. Future 506 studies might explore perspectives of professionals from other industries that are both 'closer' 507 (e.g., interior/furniture or furniture design) and 'farther' away from fashion design (e.g., auto, 508 planes, or computer design). Emerged differences and similarities from such investigations will 509 allow for a more complete mapping of the creative traits and strategies across domains. Future 510 studies may examine the importance of organizational structure on creativity and the creative 511 person. Since vocational personality traits tend to cluster into occupational areas (Kerr & 512 McKay, 2012), future researchers could develop instruments to help students decide if a career in 513 fashion suited their personalities. 514
